
“Temple Made”
 Temple University and their Instagram 

campaign



Objectives

● Temple University 
wanted to get more 
students interested 
in attending their 
school.



Objectives
● There was a strong 

desire to accurately 
reflect what they felt was 
the essence of the 
institution.

● The administration also 
wanted to see a boost in 
school pride and felt that 
the campaign could 
effectively do both.



Objectives

● Ultimately the goal was to show what 
Temple had “to offer for prospective 
students, but also to allow prospective 
students to get a window into what we are.”

● Temple wanted to create more social media 
traffic and really create a new brand 



Tactics 
● To create this new “Temple Made” brand the announcement was made 

via Twitter and Facebook. 

● Students would take photos and post them to Instagram with the 
hashtag #TempleMade. 

● Current students who post on Instagram would be showing off this 
area and would connect with those living in the area who might want to 
attend Temple.



Audience
● The audience of the campaign were prospective college 

students ranging from the ages of 15 to 25. 
● This demographic of young minds was highly 

compatible with the heaviest users of Instagram. 
Demographics show that 43% of Instagram users are 
between the ages of 18-29 according to the Pew 
Research Center’s Internet American Life Project.



Audience
● There was also a 

concerted effort to target 
prospective students 
from the Philadelphia 
area as the Temple 
campus is located in 
downtown Philly.



Measurements/ Evaluation 
The success of the campaign would be measured with 
these things in mind:

○ increase in number of students, alumni and staff participating in the 
branding 

○ increase in number of people tweeting “#Templemade so proud” and 
making any posts referring to school pride and school achievements

○ increase in social media popularity and followers
○ Increase in picture postings showing school pride

■ ex: pictures with face painted, at different locations, wearing 
school logo and shirts

○ More students being innovative and creative
■ ex: banners



Measurement/Evaluation Cont. 
● Increase in participants for college tours
● Increase in student applications and enrollment
● Increase in alumni contributions
● Increase in staffing applications
● Increase in good media exposure through various 

outlets 
○ ex. depicting the attractions, telling of schools 

achievements   
● increase in paraphernalia sales
● increase in sports ticket sales and attendance 



Budget

● Budget would include the cost of hiring an 
advertising agency

● cost of materials for banners around the city
● cost of t-shirts that were made



Class Participation 

1. Tweet a picture from around campus 
showing school spirit! 
2. Create a catchy caption
3. #GoBulls  
4. Post it!
5. Best picture will gain a prize! 


